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China’s financial markets began opening for the world in the year of 2006, from 
then on, foreign banks embarked in China with big brand advantage, while China’s 
local bank industry still at a low-level of marketization, local banks brand 
construction still in their primary stage which have a deep gap compare with foreign 
banks. In the meantime, China’s entire commercial banks industry began to change 
into retail banks, the fight that strive for retail resources become more and more 
fierce. In this difficult times, China bank industry’s brand consciousness began 
awakening, with that, the investment of advertisement increasing, every band trying 
to get advantage before the brand structure taken shape. But China commercial 
bank’s understanding of brand still confine in the superficial level, especially when 
their client changed from institutions to retail, the brand disadvantage began to 
emerge. So how to construct brand with affinity and personality according to clients’ 
need and psychological cognitive character is a very important research topic for 
China’s commercial banks. 
This research will take Bank of Communications as the research object, 
detecting out this bank’s deficiencies with questionnaire and SPSS: low association 
of company ability, low brand popularity, besides, brand cognitive and brand—low 
customer relation quality. Then we will take the result of questionnaire as the entry 
point to analyses the inherent problem of Bank of Communications brand: the 
implement of operating concept—“Client is the centre” — isn't very well, brand 
relation is in disorder, low service quality, lack of product category, stuff connecting 
point can’t communicate clear and consistent brand core value, brand personality 
can’t be distinct and so on. In the foundation of question summary, this research 
suggest Bank of Communications construct“Only one Bank of Communications” 

















strategy development period: Set brand manager, adjust company’s organization 
structuring around brand; Carry out “collection of brand” strategy, construct brand 
structure with the core of “ company brand” ; Integrate stuff’s ideological 
understanding, construct brand inside company; construct brand distinct point and 
energy point, innovate brand communication. 
In order to supply brand construction suggestions for China’s commercial bank 
through the example of Bank of Communications, this research present the view of 
commercial bank brand construction, point out the methods and steps that for 
commercial bank brand construction: Market segmentation as the foundation, 
institution reform and brand communication as two wings, “collection of brand” as 
core. 


















第 1 章 绪论 ......................................................................................................... 1 
1.1 研究背景 ........................................................................................................ 1 
1.2 研究对象、问题和方法 ................................................................................. 4 
  1.2.1 研究对象 .................................................................................................. 4 
  1.2.2 研究问题 .................................................................................................. 6 
  1.2.3 研究方法 .................................................................................................. 8 
1.3 研究意义 .......................................................................................................10 
1.4 研究框架 .......................................................................................................12 
第 2 章 文献综述 ...............................................................................................14 
2.1 品牌定义 .......................................................................................................14 
2.2 品牌理论的发展历程 ....................................................................................15 
2.2.1 品牌阶段 .................................................................................................15 
2.2.2 品牌战略阶段 .........................................................................................16 
2.2.3 品牌资产阶段 .........................................................................................17 
2.2.4 品牌管理阶段 .........................................................................................21 
2.2.5 品牌关系阶段 .........................................................................................22 
2.2.6 小结 .........................................................................................................25 
2.3 服务品牌理论 ...............................................................................................25 
2.4 金融银行业品牌理论 ....................................................................................28 
第 3 章 研究设计及分析 .................................................................................31 
3.1 问卷设计 .......................................................................................................31 

















3.3 研究假设 .......................................................................................................33 
3.4 问卷调查 .......................................................................................................34 
3.5 品牌分析 .......................................................................................................35 
3.5.1 样本属性分析 .........................................................................................35 
3.5.2 分析结果 ..................................................................................................35 
3.5.3 对交通银行品牌问题的说明 ...................................................................41 
第 4 章 品牌建议 ...............................................................................................43 
4.1 对交通银行品牌建设的建议 ........................................................................43 
4.1.1 以品牌为中心调整公司组织机构设置 ...................................................43 
4.1.2 建立以公司品牌为核心的品牌架构 ......................................................44 
4.1.3 在公司内部构建品牌 ..............................................................................46 
4.1.4 创新品牌外部传播 .................................................................................47 
4.2 对我国商业银行品牌建设的借鉴意义 .........................................................48 


















Table of Contents 
Chapter 1 Introduction ································································· 1 
1.1 Research background ········································································· 4 
1.2 Research object、methods and problem ··············································· 4 
1.2.1 Research object ···································································· 4 
1.2.2 Research problem ································································· 6 
1.2.3 Research methods ································································· 8 
1.3 Research significance ········································································· 10 
1.4 Research structure ············································································ 12 
Chapter 2 Paper review ································································14 
2.1 Brand definition ····································································14 
2.2 The development history of brand theory ·····································15 
2.2.1 Brand phase ··································································15 
2.2.2 Brand strategy phase ·······················································16 
2.2.3 Brand equity phase ·························································17 
2.2.4 Brand management phase ·················································21 
2.2.5 Brand relation phase ·······················································22 
2.2.6 Summary ·····································································25 
2.3 Service brand theory ······························································25 
2.4 Financial bank industry brand theory ·········································28 
Chapter 3 Research design and analysis ········································31 
3.1 Questionnaire design ······························································31 
3.2 Compared bank ····································································33 
3.3 Research hypothesis ·······························································33 
3.4 Questionnaire survey ······························································34 

















3.5.1 Sample attrubute analysis ·················································35 
3.5.2 Brand analysis result ·······················································35 
3.5.3 Brand issues interpretation ···············································38 
Chapter 4 Brand suggestions ························································43 
4.1 Suggestions for Bank of Communications’ brand construction ···········43 
4.1.1 Adjust company’s organization structuring around brand ·········43 
4.1.2 Construct brand structure with the core of “company brand”  ···44 
4.1.3 Construct brand inside company ········································46 
4.1.4 Innovate brand communication ··········································47 
4.2 Reference meaning ·································································48 
































第 1章 研究背景 
1.1 我国银行业的品牌现状 
入世背景下银行业品牌开始起步 





















                                                        




















根据 CTR2006——2008 年对银行业整体广告投放的统计结果，2007 年同比增






























































































（2）交通银行②  交通银行是我国第五大商业银行，1908 年（光绪三十四
年）以官商合办性质组建而成，是我国早期四大银行之一，也是最早的发钞行
之一。为适应中国经济体制的改革和发展，1986 年 7 月 24 日，国务院批准重
新组建交通银行作为金融改革的试点，为中国金融业改革探索道路。1987 年 4
月 1 日，交通银行正式营业，成为我国第一家全国性的国有股份制商业银行。
2004 年 6 月，国务院批准了交通银行深化股份制改革的整体方案，交通银行引
                                                        
① 占向东.中国银行业品牌营销的启示[J].国际广告.2009(6):29. 
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